DISPLAI RESEARCH - 201 OWNERS AND PARTNERS

The QSR and
Fast Casual
Restaurant Report

We asked 201 owners and partners of quick service (QSR) and fast
casual restaurants across the US how business is going, what gets
in the way, and what they are planning next. Here is what they told
us, chapter by chapter.

201 7 2023

owners and partners chapters fielded from Oct 31 via Pollfish




THE QSR AND FAST CASUAL RESTAURANT REPORT - KEY FINDINGS

@ Displai

KEY FINDINGS

Four key findings from
201 restaurant owners

66% of US QSR and fast casual owners rated their finances excellent or good,
and 64% were optimistic about the year ahead. The pressure is in people:
finding them, keeping them and reaching them. Technology is seen as the
future, and its price tag is the barrier owners name most.

01

35%

Labor shortages are the biggest
challenge restaurants face

Increased competition (32%) and supply
chain disruptions (31%) follow. Two in three
owners changed how they hire this year.

03

91%

Upfront cost is what keeps new
technology out of the restaurant

Half of owners name high upfront cost as a
barrier, more than any other, ahead of
training staff (32%) and data security
concerns (31%).

02

407

The hardest part of talking to staff
is getting everyone in one room

Shifts rarely line up. Limited access to
technology among employees (34%) and
messages that go unread (24 %) are the
next two barriers.

04

417%

Four in ten owners
expect technology to
be a major driving force

Another 27% call it significant. What is
already in use: online ordering and delivery
platforms (51%), POS systems (27%) and
mobile apps for ordering and loyalty (27 %).
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THE QSR AND FAST CASUAL RESTAURANT REPORT - THE STATE OF QSR AND FAST CAS...

CHAPTER 01

The state of
QSR and fast

casual restaurants

66% of QSR and fast casual owners rate their
financial health excellent or good, and 58% saw
foot traffic rise over the past year. The worry list
is still long.

@ Displai

FINANCIAL HEALTH
How would you describe your

6 6 o/o restaurant's current financial health?

Two in three QSR and fast

casual owners are mesting or L

beating their financial targets

@ Excellent, exceeding targets
27% call their financial health excellent

and say they are exceeding targets.
Another 39% are good and on target. At
the other end, 10% are struggling to Poor, struggling to meet targets
meet targets and 8% describe their Critical, considering closing
situation as critical, weighing closure or

drastic measures.

@ Good, meeting targets
Fair, slightly below but managing

n =201

27%
39%
15%
10%

8%



CUSTOMER FOOT TRAFFIC

98%

More than half of restaurants
saw foot traffic rise over the year

Foot traffic rose significantly for 21%
and slightly for 37%. It held flat for 14%.
For roughly one in four it fell: slightly for
19%, significantly for 8%.

TOP CHALLENGES

35%

Labor shortages are the

most named restaurant
challenge, with competition
and supply chains close behind

Owners could pick every challenge that
applied. The five most named are
people, rivals, ingredients and cost. The
top three sit within four points of each
other, which at this sample size is close
to a tie. Technology itself is near the
bottom of the list, which makes the
barriers in chapter five more telling.

HEALTHY VS STRUGGLING

Foot traffic is not what
separates the two

How has customer footfall
changed compared with last year?

n =201

N R,
@ Increased significantly 21%
@ Increased slightly 37%
@ Stayed the same 14%
Decreased slightly 19%
Decreased significantly 8%

Which challenges does your restaurant face today?

Select all that apply

Labor shortages [ ] 35%
Increased competition (EEGD 32%
Supply chain

31%
disruptions o °
Employee °
communication o 27%
High operating costs (D 25%
Regulatory or o
compliance issues - 20%
Declining customer o
demand - 19%
Challenges with - 13%

technology



EXCELLENT FINANCIAL HEALTH
Top challenge Labor shortages

Foot traffic 36% saw it decrease, and are exceeding targets anyway

CRITICAL FINANCIAL HEALTH
Top challenge Regulatory or compliance issues, tied with declining customer demand

Foot traffic 63% saw it increase, and are still considering closing

So what: getting people through the door helps, but it does not sort the healthy from the
critical on its own. The report reads this as other operating factors mattering more than
traffic. Treat it as a lead, not a result: the critical group is about 16 owners.

Subgroup sizes were not published. Derived from the chapter one shares: excellent about 54
owners, critical about 16, excellent or good about 133, poor or critical about 36.

IN SHORT

Owners are seeing good signs: 66 % rate their finances excellent or
good and 58% saw foot traffic rise over the year. The challenges that
remain are labor shortages, increased competition and supply chain
disruptions.

Which challenge ranks first differs by financial health. The healthiest
worry about labor. The ones in critical shape worry about compliance
and demand.

Next, hiring and retention -




IN SHORT

Owners are seeing good signs: 66 % rate their finances excellent or good and
58% saw foot traffic rise over the year. The challenges that remain are labor
shortages, increased competition and supply chain disruptions.

Which challenge ranks first differs by financial health. The healthiest worry
about labor. The ones in critical shape worry about compliance and demand.



THE QSR AND FAST CASUAL RESTAURANT REPORT - RESTAURANT HIRING AND RETENTI...

CHAPTER 02

Restaurant hiring

and retention

Labor shortages are the challenge QSR and fast
casual owners name most, at 35%. Nearly
every role in the building has an open seat
somewhere, and most owners have already
rewritten how they hire. Far fewer have

changed how they keep people.

687%

of owners changed their hiring strategy

@ Displai

this year. Among them, labor shortages

ranked as the top challenge.

OPEN ROLES

37%

Cooks are the hardest
restaurant position to fill

Cooks lead the vacancy list by a wide
margin, followed by assistant managers
and cashiers. Store managers are open
at one in five restaurants. No role on the
list is below 11%, which means every
position is a hiring problem for some
owner.

Which positions are you struggling to fill?

Cook or line cook

Assistant or deputy
manager

Cashier

Store manager
Server (fast casual)
Drive-thru operator
Shift manager

Prep cook

Busser
Dishwasher
Delivery driver

Barista (coffee-
focused)

Host (fast casual)
Grill operator

Other roles

Select all that apply; base not stated

37%

27%

25%
21%
19%
17%
16%
16%
16%
15%
15%

15%

14%
11%
11%



NEW HIRING STRATEGIES

487

Benefits and wages are
the first levers pulled

Among owners who changed their
approach, half added benefits like
health insurance and bonuses, and 42%
raised starting wages. Flexible hours
came next. Both top answers cost
money. The report notes they were the
choice of owners in excellent or good
financial health, while poor or critical
owners went to job fairs and job boards.

How did you change your hiring strategy?

Among the 68% who changed it, about 137 owners

Offered additional

. 48%
benefits G °
Raised starting wages o
or salary packages 42%
Flexible hours or shift o
preferences o 27%
Used agencies or job o
platforms more - 23%
Hosted job fairs or o
open interview days - 22%
Training programs for

. . 20%

less experienced hires - °
Better remote o
interviewing - 15%
Partnered with
schools or community B 15%
groups
Prioritized retention to o
hire less - 12%
Employee referral e 9%

programs



THE GAP
Three strategies, three price tags

127
(o) Among the ~137 who changed strategy

Only one in eight chose to keep
people instead of replacing them 1 Offered additional benefits 48%

Retention sits second to last on the list, Health insurance, bonuses. The route the
report associates with owners in excellent

ust above referral programs. Eve'ry or good financial health, alongside higher
other strategy spends money or time wages (42%).

finding the next hire. Holding on to the
current crew is the one approach the

2 Hosted job fairs or open interview  22%
report says every owner should adopt.

days

Low-cost reach. The route the report
associates with owners in poor or critical
health, alongside heavier use of online job
platforms (23%).

3 Prioritized retention to hire less 12%

One of the two least chosen strategies,
and the one the report tells every owner to
adopt.

Each figure is one survey item, not a bundle. Shares are of
the roughly 137 owners who changed strategy.

IN SHORT Every role on the list was named by at least 11% of owners, and cooks by more
than a third. Two in three owners changed how they hire. Owners in good
financial health added benefits and raised wages. Owners in poor or critical
health went to job fairs and job boards.

Only 12% invested in keeping the people they already had. It is one of the two
least chosen strategies, and the only one the report tells every owner to adopt.
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CHAPTER 03

Restaurant employee
communication " e E

40% of restaurant owners rely on in-person
meetings to reach staff, and 40% say
scheduling those meetings across shifts is their
biggest communication barrier. The whole team
is rarely in the building at once.

PRIMARY CHANNEL
How often do you hold staff meetings?

407%
(o] Single answer, n = 201

In-person meetings lead Weekly o 38%
O,
every other channel, at 40% Bi-weekly - 19%
Four in ten rely on meetings first, far Daily [ ] 17%
ahead of any other channel. Phone Monthly ) 11%
Ils, text, mobil m

calls, text, 9 ile apps, ‘co pany Rarely or never P 8%
portals, email and bulletin boards make

Only when necessary @ 6%

up the rest. Weekly is the most common

cadence, at 38%.
The primary-channel chart was published without value

labels, so meeting frequency is charted instead. Channels
ranked from that chart: in-person meetings (40%), then
phone calls, text, mobile apps, company portal, email,
bulletin boards.



URGENT CHANGES

467

When something changes fast,
nearly half pick up the phone

For urgent information or sudden
changes, phone calls lead. Group text
and mobile apps follow, then in-person,
email and bulletin boards. Separately,
63% use some form of technology for
scheduling and communication.

How do you communicate urgent
information or sudden changes?

Single answer, n = 201

@ Phonecalls 46%

All other channels combined 54%

Only the leading value was published. Other channels, by
rank from the published chart, which carries no value
labels: group text, mobile apps, in person, email, bulletin
boards. Separately, 63% of owners use technology such as
communication apps or scheduling software for scheduling
and communication.



BARRIERS

407%

Scheduling an all-staff
meeting is the number one
communication barrier

The top channel is a meeting, and the
top barrier is finding a time when

everyone can be there. Next is access:

a third of owners say some employees
lack the technology or the skills to use

it, so digital channels leave people out.

HEALTHY VS STRUGGLING

What gets in the way of effective
employee communication?

Select all that apply

Finding a time for all-
staff meetings across
shifts

40%

Employees lack
access to technology
or skills

34%

Messages not
checked or answered
in time

24%

Language or cultural

barriers 20%

Addressing negative
feedback or conflict
constructively

20%

Communicating

19%
urgent changes

Confidentiality or

)
privacy concerns 19%

Two-way
communication where
staff feel heard

18%

No centralized

o,
platform or system 17%

Making sure staff
understand new
policies

17%

Consistency across

. . 14%
multiple locations

Successful restaurants talk directly.

Struggling ones post and hope.



EXCELLENT OR GOOD FINANCIAL HEALTH
Primary channel In-person meetings
For urgency Phone calls
Use technology 69%

Biggest barrier Finding a time when everyone can meet

POOR OR CRITICAL FINANCIAL HEALTH
Primary channel Company intranet or portal
For urgency Mobile apps
Use technology  38%

Biggest barrier No centralized platform or system

So what: the report's reading is that healthier restaurants typically use proactive, direct, two-
way methods, and struggling ones typically use passive, indirect, one-way methods. The
survey cannot say which comes first.

Subgroups derived from chapter one: excellent or good about 133 owners, poor or critical
about 36.



IN SHORT

Owners prefer face-to-face meetings, most often weekly, and the
phone when things change fast. 63% use technology to help with
scheduling and communication. The barriers are practical: shifts that
never overlap, staff without access to the tools, and messages that
go unread or misunderstood across languages.

The split by financial health is wide here: 69% versus 38% using
technology. Direct, two-way communication goes with success in
this sample. The survey cannot say which comes first.

Next, customer experience -

IN SHORT Owners prefer face-to-face meetings, most often weekly, and the phone when
things change fast. 63% use technology to help with scheduling and
communication. The barriers are practical: shifts that never overlap, staff
without access to the tools, and messages that go unread or misunderstood
across languages.

The split by financial health is wide here: 69% versus 38% using technology.
Direct, two-way communication goes with success in this sample. The survey
cannot say which comes first.
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CHAPTER 04

Restaurant customer

experience

Half of QSR and fast casual owners have
invested in comfortable seating, and 24% learn
about the guest experience from online reviews.
Owners are listening through reviews and
feedback cards, investing in the room, and
training the crew to deliver the same experience

on every visit.

90%

@ Displai

have invested in comfortable seating, the

space.

most common upgrade to the physical

LISTENING

247

Owners hear about
the experience online
and at the table

Online reviews and social media tie with
feedback cards as the main way owners
learn how a visit went. Asking guests
directly and running regular surveys
follow. Few have built a feedback
channel into their own website or app.

How do you learn about your customers' experience?

Shares sum to about 100%, so read as one answer per owner

Online reviews and
social media

Feedback cards at
tables

Asking customers
during or after the
meal

Regular customer
surveys

Feedback section on
website or app

24%

24%

22%

20%

9%



THE ROOM

50%

Half have made the space
more comfortable, and four
in ten made it more theirs

Seating leads. Themed or branded
interiors and ambient lighting and music
follow. Almost a third have added
interactive or entertainment elements
such as digital displays, and 27% have
installed clear sighage and menu
displays.

THE CREW

27%

Consistency comes from
training, then from incentives

Regular customer service training is the
most common way to keep quality even
across shifts. Nearly a quarter run
incentive programs for top performers
based on customer feedback, and one
in five sends in mystery diners.

What have you done to

improve layout and ambiance?

Comfortable seating
arrangements

Themed or branded
interiors

Ambient lighting and
music

Interactive or
entertainment
elements

Clear signage and
menu displays

Other

How do you ensure staff deliver
a consistent experience?

Select all that apply

50%

40%

39%

31%

27%

16%

Shares sum to about 100%, so read as one answer per owner

Regular customer
service training

Incentive programs
tied to customer
feedback

Mystery diner or
secret shopper
evaluations

Team meetings to
address feedback

Standard operating
procedures

27%

23%

21%

17%

10%



IN SHORT

Owners learn how a visit went from online reviews, feedback cards and direct
conversation. They improve the room with comfortable seating, branded
interiors and ambient lighting and music. They keep service consistent with
training, incentive programs for top performers and mystery diners.

Technology shows up on both sides of this chapter, in the digital displays
guests see and the feedback systems owners read. The next chapter covers
what else they run.
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CHAPTER 05

Restaurant

technology adoption

51% of QSR and fast casual restaurants run

online ordering and delivery platforms, and 51% ‘ I :I o/
say upfront cost is what keeps other technology o

out. Owners run a mixed stack, see technology

believe technology will be a major driving

as the future, and name one barrler above all force in the future of QSR and fast casual.

others: the bill.

Another 27% call it significant.

IN USE TODAY

91%

Half of restaurants run online
ordering and delivery. Nothing
else reaches three in ten.

Online ordering and delivery platforms
are the only technology more than half
of owners use. POS systems and mobile
apps for ordering and loyalty each sit at
27%. Digital menu boards and kiosks
are at 19%.

Which technologies do you currently use?

Select all that apply

Online ordering and

51%
delivery platforms °
Point-of-sale (POS) o
systems o 27%
Mobile apps for o
ordering and loyalty o 27%
Customer feedback
and review [ ] 24%
management
Employee scheduling
and management [ ] 23%
software
Inventory and supply

20%
chain software -
Digital menu boards o
or kiosks - 19%
Digital payment and s 17%

e-wallet solutions



BARRIERS

91%

Upfront cost is the top
barrier to restaurant
technology, then training

Half of owners say high upfront cost
keeps technology out. Difficulty training
staff, data security concerns and
integration with existing systems cluster
around 30%. Reliability, vendor support
and customer hesitation each sit near
20%.

THE FUTURE

68%

Two in three see technology
as maijor or significant
to what comes next

41% call it a major driving force and
27% significant but not dominant. 17 %
see it as one factor among many, and
15% expect minimal impact. Belief is
broad. Cost is the barrier owners name
most.

What makes technology hard to adopt or use?

Select all that apply

High upfront costs or

. 51%
investment G °
Difficulty training staff (D 32%
Data security and o
privacy concerns o 31%
Integration issues with o
existing systems - 30%
Technical issues or

21%
unreliability - °
Vendor or support o
issues - 21%
Resistance or
hesitation from [ ] 20%

customers

What role will technology play in
the future of QSR and fast casual?

n =201

@ A major driving force 41%
@ Significant, but not dominant 27%
@ One of many factors 17%
Minimal impact 15%
Major or significant 68%



IN SHORT

Technology is already part of daily operations: half of owners run online
ordering and delivery, 27% run POS systems and 27% run mobile apps.
Adoption has not been smooth. High upfront cost is the biggest barrier, with
staff training and data security behind it.

Even so, 41% believe technology will be a major driving force and 27% call it
significant. The barriers describe tools that are too expensive, too hard to learn
and too hard to connect, not a lack of belief.
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CHAPTER 06

Delivery and
ghost kitchens

61% of QSR and fast casual restaurants operate
a ghost kitchen, and 55% feel positive about
third-party delivery platforms. Owners mostly
like the platforms, dislike the fees, and more
than half already run a ghost kitchen in some
form. Where dine-in ends up is the open
question.

PLATFORMS AND SENTIMENT
How would you rate your overall experience

5 5 O/O with third-party delivery platforms?

", n = 201

More than half feel positive
about third-party delivery O
28% are very positive and 27% positive. @ Very positive 28%
Roughly a quarter are neutral, and 22% -

. . @ Positive 27%
are negative or very negative. Ranked
from the published platform chart, Neutral 23%
which carries no value labels: Uber Eats Negative 14%
and Grubhub lead, followed by in-house Very negative 8%

delivery, DoorDash and Postmates. Positive or very positive 55%



PLATFORM CHALLENGES

43%

The fee is the complaint. Food
quality on arrival is the worry.

Commission fees lead, then food that
arrives late or cold, then the work of
managing orders and payments. A
quarter struggle to communicate with
the platform or its drivers, and one in
five feels the direct customer
relationship slipping away.

PROMOTIONS

72%

Nearly three in four run
deals through delivery apps

Almost half offer promotions frequently
and a quarter do it around holidays and
events. Of the rest, 14 % are considering
it and 13% have no plans to start.

What challenges do third-party platforms create?

Select all that apply

High commission

43%
fees G o
Delivery times or food o
quality on arrival o 38%
Managing orders or o
payments o 29%
Communication with o
the platform or drivers s 26%
Loss of direct
customer [ ] 19%
relationships
Customer data o
privacy or access - 17%
Do you offer promotions or exclusive
deals through delivery platforms?
n =201
@ VYes, frequently 48%
@ Occasionally, for events or holidays 24%
Not yet, but considering it 14%
No, and no plans to 13%

Offer promotions 72%



GHOST KITCHENS

61%

Six in ten QSR and fast
casual restaurants already
operate a ghost kitchen

42% run one alongside a traditional
dining space and 19% operate
exclusively as a ghost kitchen. Another
22% are considering it. The concerns
mirror delivery itself: food quality in
transit, dependence on platform fees,
and losing the face-to-face rapport.

DINE-IN VS DELIVERY

36%

A balance is the most
common plan. A quarter think
delivery may overtake dine-in.

36% intend to keep dine-in and delivery
in balance, and 24% say dine-in stays
primary. 23% believe delivery may
surpass dine-in, and 7% are
considering shifting mainly to delivery
and shrinking the dining room. 9% are
unsure.

Are you operating a ghost kitchen?

@ VYes, in addition to a dining space
@ VYes, exclusively
Not yet, but considering it

No, and no plans to

Operate a ghost kitchen

n =201

42%
19%
22%
19%

61%

Top concerns about ghost kitchens: food quality during

delivery (45%), dependence on third-party platforms and
fees (42%), less direct interaction with customers (39%),
maintaining brand identity (25%), competition from other

ghost kitchens (20%).

How will you approach dine-
in and delivery going forward?

Maintain a balance
between dine-in and
delivery

Dine-in remains the
primary focus

Delivery may surpass
dine-in
Unsure

Shift mainly to
delivery, reduce dine-
in space

n =201

36%

24%

23%

9%

7%



IN SHORT

Delivery is now part of operations. 55% feel positive about third-party
platforms and 72% use them to run promotions. The cost is the commission,
and the risk is food that does not travel well. 61% already run a ghost kitchen in
some form and another 22% are thinking about it.

On the future, owners are split: a third want balance, a quarter will keep dine-in
first, and a quarter expect delivery to overtake it.
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CHAPTER 07

Outlook and priorities
for the year ahead

64% of QSR and fast casual owners are

optimistic about the future, and 43% plan to

open new locations in the year ahead. Most 6 40/

owners feel good about what is coming, and O

their plans for the year ahead lean outward: feel optimistic or very optimistic about
new Iocations, new menus, new campaigns. their restaurant's future prospects.
OPTIMISM

How do you feel about your

6 ‘I O/O restaurant's future prospects?

.. n =201
Optimism runs close
to financial heaith G

o S o

304 ?rg very optimistic and 34% @ Very optimistic 30%
optimistic. 15% are neutral. 21% are o

A o @® Optimistic 34%
pessimistic or very pessimistic. The

o,

report says optimism tracks closely with ® Neutral 15%
the financial health rating in chapter Pessimistic 11%
one, where 18% rated themselves poor Very pessimistic 10%

or critical. Optimistic or very optimistic 64%



PLANNED INITIATIVES

43%

More than four in ten
owners plan to open new
locations in the year ahead

Expansion leads, followed by marketing
campaigns, menu changes and
remodels. Fewer than one in five has no
major changes planned.

Which initiatives are you
planning for the coming year?

Select all that apply

Opening new

o,
locations G 43%
Marketing or
promotional [ ] 40%
campaigns
New menu or
significant menu [ ] 34%
changes
Renovating or
remodeling existing [ 30%
locations
No major changes - 18%

planned



PRIORITIES

36%

Growth and menu lead

What are your top priorities for the coming year?

Select all that apply

Expanding to new

. o,
the list. People and locations G 36%
digitCﬂ Sit in the middle. Menu innovation _ 36%
Expanding to new locations and menu Impro_ving customer o 30%
innovation tie at the top. Customer experience
experience follows. Employee training Employee training and - 22%
and retention, and digital retention
transformation, land around one in five. Digital transformation (il 21%
Streamlining operations sits in the lower Marketing and brand - 19%
half at 16%. awareness
Health and safety o
measures - 18%
Streamlining .
operations - 16%
Sustainability efforts [ ] 14%
Community
14%
engagement -
Diversifying revenue o
streams - 13%
Adapting to regulatory o
changes - 13%
HEALTHY VS STRUGGLING
The healthy look outward.
The struggling look inward.
EXCELLENT OR GOOD FINANCIAL HEALTH
Priorities Expanding to new locations, menu innovation, improving customer
experience
POOR OR CRITICAL FINANCIAL HEALTH
Priorities Streamlining operations, health and safety measures, digital

transformation



So what: the report's advice follows from the split. Set operations, communication and
customer service first, then spend outward.

Subgroups derived from chapter one: excellent or good about 133 owners, poor or critical
about 36.

IN SHORT

64 % of owners are optimistic about the future. Their plans for the
year ahead are mostly growth: new locations, menu changes,
marketing campaigns and remodels. Customer experience, employee
training and retention, and digital transformation follow.

Healthy restaurants are focusing outward. Struggling ones are
focusing inward. The sequence matters: internal first, then external.

Next, six takeaways for leaders =

IN SHORT 64% of owners are optimistic about the future. Their plans for the year ahead
are mostly growth: new locations, menu changes, marketing campaigns and
remodels. Customer experience, employee training and retention, and digital
transformation follow.

Healthy restaurants are focusing outward. Struggling ones are focusing inward.
The sequence matters: internal first, then external.



THE QSR AND FAST CASUAL RESTAURANT REPORT - SIX TAKEAWAYS . Disp|qi

ACTIONABLE TAKEAWAYS

Six things restaurant
leaders can act on now

Expectations are rising on every front: food and experience, engaged employees,
smooth operations, fresh menus and new technology. Each takeaway pairs what

the survey found with what to do about it.

TAKEAWAY 1

Overcome the barriers to technology

The top barriers are high upfront cost,
difficulty training staff, data security
concerns, integration with existing systems
and reliability. That describes tools owners
found too expensive, too hard to use and a
poor fit.

Do the research before you buy. Look for
vendors building affordable, easy-to-use
tools that integrate with what you already
run and can plug in without a project.

TAKEAWAY 2

Address labor
shortages on both ends

Vacancies run from cooks to managers, and
two in three owners have already changed
how they hire. Only 12% prioritized keeping
the people they have.

If you can offer benefits, higher starting
wages or flexible schedules, do it. If not,
use open houses, job boards and local
schools. Above all, retain the crew you
have: listen to feedback, build morale
and connect them to the mission.



TAKEAWAY 3

Make employee communication
proactive and two-way

Owners run meetings and use apps, but staff
lack access, speak different languages and
are rarely all in the building at once. Healthy
restaurants typically use direct, two-way
channels. Struggling ones typically do not.

Pick whatever works for your crew, but
make sure it is proactive, direct, two-way
and accessible to everyone on every
shift.

TAKEAWAY 5

Decide your approach to delivery

Demand for delivery is high and ghost
kitchens are common, but owners are split on
whether dine-in or delivery leads from here.

Choose delivery only, dine-in only or a
balance, backed by data on your
customers. Pick a platform, test methods,
staff for peak delivery windows, build a
pickup area and track every delivery
initiative.

TAKEAWAY 4

Differentiate against
increased competition

Competition is the second biggest challenge.
The answer is service, value and an
experience guests cannot get elsewhere.

Change the room: comfortable seating
and branded interiors. Invest in regular
customer service training, new
technology and a revitalized menu.

TAKEAWAY 6

Set your priorities in the right order

Healthy restaurants are expanding and
innovating. Struggling ones are fixing
operations. The report's advice: internal first,
then external.

Audit finances, customer feedback and
turnover first. Strengthen core
competencies, then expand. New
locations do not fix unstandardized
operations, and marketing does not fix
poor service reviews.
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METHODOLOGY

Who we surveyed and how

Starting October 31, 2023, we surveyed 201 owners or partners of quick service or
fast casual restaurants in the United States. The survey ran online through Pollfish
using organic sampling. Percentages are shares of all 201 respondents unless a

figure says otherwise.

Definitions. Quick service (QSR)
means counter ordering with no
table service. Fast casual means
counter ordering with made-to-
order food and seating.
Respondents self-identified as
owners or partners of one or the
other; results are not broken out

by type.

Years in business

Responses
Underayear @ 20
1to 3 years [ ] 47
4to6years @ 83
7to9years @ 20
10 or more [ ] 31

Counts read from the published
chart. The largest group, 83 of
201, had been open four to six
years, so they ran through the
shutdown years.

Sampling. Organic sampling

means respondents were recruited

inside partner apps and websites
and screened by Pollfish, not
drawn from a probability sample.
No margin of error applies. Treat
gaps of a few points as ties.

Type of restaurant

Largest first

American largest, about a third
Pizza and pasta

Mexican

Chicken

Desserts

Asian, sandwiches,
barbecue

Seafood, breakfast,
vegetarian, salads

The published report shows
shares as a chart without labels,
so categories are listed in order
of size rather than with
percentages.

@ Displai

Rounding. Figures are reproduced
as published, rounded to whole
percentages. Derived totals (66 %,
58%, 68%, 55%, 72%, 61%, 64 %)
are sums of the published parts,
so they can differ by a point from
an unrounded total.

Number of locations

Largest first

5to0 10
locations

largest group

1to 5

Tto 20

41t0 50

31t0 40

21to0 30

50 or more

Buckets are as published and
overlap at five locations. Small
multi-unit operators dominate;

the 1to 5 bucket does not
separate single-store owners.
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KEY STATISTICS

Ten numbers to take with you

. 66% of US QSR and fast casual owners rated

their restaurant's financial health excellent or
good in the 2023 survey.

. 35% of QSR and fast casual owners named labor

shortages as a challenge, more than any other,
ahead of competition (32%) and supply chains
(31%).

. 37% of QSR and fast casual owners were

struggling to fill cook or line cook positions, the
hardest role to staff.

. 68% of QSR and fast casual owners changed

their hiring strategy in 2023. Only 12% prioritized
retention.

. 40% of restaurant owners say finding a meeting

time that works across shifts is a barrier to
employee communication, more than any other.

. 51% of QSR and fast casual restaurants used

online ordering and delivery platforms. 19% used
digital menu boards or kiosks.

. 51% of QSR and fast casual owners name high

upfront cost as a barrier to adopting new
restaurant technology, more than any other.

. 61% of QSR and fast casual restaurants operated

a ghost kitchen: 42% alongside a dining room and
19% delivery only.

. 55% of QSR and fast casual owners feel positive

about third-party delivery apps, and 43% name
high commission fees as a challenge.

. 64% of QSR and fast casual owners were

optimistic about the year ahead, and 43%
planned to open new locations.
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